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Introduction
Cancer takes a toll on com m unities across the U nited  States. It's a com plex disease  
that affects p eop le in each city, tow n, and neighborhood differently. Prevention is the 
best w ay to fight cancer. This m eans getting p eop le to do th ings that w ill protect their 
h ea lth —like get screened, quit sm oking, and exercise more. It also m eans bringing  
together local leaders to support local cancer prevention efforts. C om m unities like 
yours can help  lead the way.

The Centers for D isease Control and Prevention's (CDC's) D ivision  of Cancer 
Prevention and Control (DCPC) d eveloped  this tool kit to help  com m unity groups like 
yours gu ide their com m unities tow ard better health. This tool kit can help  you

♦ Educate peop le on h o w  cancer affects your com m unity.

♦ Give p eop le tips on h o w  to low er their cancer risk.

♦ W ork w ith  other groups and com m unity leaders to m ake sure p eop le have the 
inform ation and services they need.

♦ Becom e know n as a com m unity leader in the fight against cancer.

♦ U se DCPC's tools and m aterials to spread the word.

You can u se  this tool kit to develop  a com m u n ity  outreach strategy—a plan of action  
to get inform ation about cancer prevention to the p eop le in your county, state, tribal 
com m unity, or territory. You can tailor the content of the tool kit to m eet the n eed s of 
your com m unity and to address your group's m ission  and resources. You don't need  to 
be a public health  expert to m ake this strategy work.
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In this tool kit, w e  g ive definitions, tips, and sam ples. For groups w ith  m ore resources 
or m ore experience in com m unity outreach, health prom otion, and partnerships, w e  
give "advanced tips" on som e topics.

Before you  begin  any of the activities in this tool kit, contact your local com prehensive  
cancer control (CCC) program  to find out w hat's being done n o w  in your com m unity. 
This w ill help  you  focus your tim e and resources w here they are need ed  m ost. M ake 
sure your activities build  on existing efforts and do not repeat the work of other groups

CDC supports CCC program s and cancer coalitions in all 50 states, the District of 
Colum bia, 7 tribal areas, and 7 U.S. A ffiliated Pacific Island territories or jurisdictions. 
These program s pool the resources of com m unity partners to fight cancer in their 
area. Learn m ore about CDC's N ation a l C om prehensive Cancer C ontrol Program  
(NCCCP) at w w w .cdc.gov/cancer/ncccp . Find contact inform ation for your state, 
tribal com m unity, or territory at http://apps.nccd.cdc.gov/dcpc Program s/default. 
aspx?NPID=2.
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W h a t ' s  in This Tool Kit?
This tool kit can help  you  plan, develop, launch, and review  your outreach activities. 
C hoose the materials, tem plates, and other resources that are right for your com m unity. 
The chapters in this tool kit cover the fo llow ing  topics:

C h ap te r 1 . U nd erstand ing  Y o u r C om m un ity 's Needs
Get a clear picture of h o w  cancer affects your com m unity and w hat inform ation people  
need  to live healthier. Learn h o w  to do a com m unity  assessm en t to

♦ Find statistics on the cancers that affect your com m unity most.

♦ List all of the cancer screening services available in your com m unity.

♦ Learn w hat p eop le in your com m unity d o —and don't d o —to keep from  
getting cancer.

♦ Find out h o w  m uch p eop le in your com m unity know  about cancer.

♦ Identify possib le partners.

C h ap te r 2 . P lann ing  Y o u r C o m m un ity  O utreach  S tra te g y
Learn h o w  to develop  an outreach p lan  to let p eop le know  about cancer rates in your  
com m unity, the need  for screening and prevention, and w hat they can do to protect 
their health. Put together a plan that h elps you

♦ D efine your goals.

♦  Identify your audience.

♦ D evelop  your m essages.

♦ C hoose the best w ays to get your m essages out.

♦ Give p eop le a clear call to action.

C h ap te r 3 . G etting  th e  W ord Out
Learn creative w ays to put your outreach plan into action by

♦ A dapting CDC's m aterials for your com m unity or m aking your ow n  materials.

♦  W orking w ith  the m edia in your com m unity.

♦ Speaking at com m unity events.

♦ U sing social m edia like Facebook and Twitter.
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C h ap te r 4 . Bu ild ing  C o m m u n ity  P a rtn e rsh ip s
Get advice on h o w  to start and keep partnerships w ith  other com m unity groups and  
leaders so  your m essages reach m ore people. Get basic inform ation on h o w  to form  
com m unity coalitions.

C h ap te r 5 . E va lu a tin g  Y o u r E ffo rts
Learn h o w  to review  your outreach strategy to see h o w  it w orked. U se w hat you  learn  
from  your review  to change your activities so they work better and to sh ow  partners 
that you  are m aking progress.

C h ap te r 6 . R esources
This chapter lists all of the resources suggested  in this tool kit and w here to find them. It 
also lists other tool kits that m ight help  you.
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U n d e r s t a n d i n g  
Y o u r  C o m m u n i t y ' s  
N e e d s

Before you  start your outreach, m ake sure you  have a clear picture of h o w  cancer affects 
your com m unity and w hat p eop le in your com m unity are doing  about it. A  com m unity  
assessm en t h elps you  answ er questions like these:

♦ H o w  does cancer affect your com m unity?

♦ W hat cancer prevention resources are available?

♦ W hat can p eop le do to prevent cancer?

♦ W hat do peop le know  about cancer?

♦ W ho are possib le partners?

The answ ers to these questions are unique to your com m unity and can change over 
time. W hat you  learn from  your assessm ent w ill help  you  com e up  w ith  an effective  
outreach strategy. D oing a com m unity assessm ent w ill help  you

♦ Find out w hat p eop le in your com m unity need  to learn about cancer and  
h o w  to fight it.

♦  K eep from  d oing the sam e w ork other groups are doing.

♦ U se the resources available in your com m unity.

♦ Connect w ith  com m unity  
leaders and groups w ho  
m ight w ork w ith  you.

A lthough you  w ant to m ake 
sure you  understand the 
problem , you  don't need  to 
spend too m uch tim e collecting  
detailed  inform ation about 
your com m unity. A  little effort 
up  front w ill save tim e later. If 
you  already know  w hat your 
com m unity needs, the strategies 
in  this section can help  you  use  
that know ledge.

<D

a
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H o w  D o e s  C a n c e r  A f f e c t  Y o u r  C o m m u n i t y ?

u 0  statistics on  cancer,

\tne\Pst0 , r of people , .
i0nce- o p lnC\udes

aîreadV ^ n° s8' ^  cases
. .ance- Number u»\ncidence-

«f cancer tVAS\nc\a«‘’ o

' S S # * ' * » * /

The answer to this question  tells you  h o w  
w id esp read  cancer is in  your com m unity  
and w h o  you  n eed  to reach. Start by finding  
local statistics—like the num ber of cancer 
cases and d eath s—and learn h o w  these  
num bers have changed over time. It's 
helpfu l if they are broken d ow n  by age, sex, 
race, ethnicity, and other characteristics.

You can u se  this inform ation to focus your 
outreach on the types of cancer that affect 
your com m unity most. If you  already know  
w hat types of cancer you  w ant to focus 
on, up-to-date statistics w ill m ake your  
m essages stronger and support your pitch  
to possib le partners.

You can u se  the fo llow ing  resources to find  
cancer data for your state, county, tribal 
com m unity, or territory:

♦ Local Cancer C ontrol Plan. A s part of the NCCCP, CDC helps state, tribal, and  
territorial CCC program s and cancer coalitions develop  cancer control p lans and put 
them  into action. Each plan includes statistics on cancer cases and deaths. Find your  
CCC plan at Cancer Control P.L.A.N.E.T. at http://cancercontrolplanet.cancer.gov/ 
state plans.jsp.

♦ U nited S tates Cancer S ta tistics. This W eb-based report provides the federal 
governm ent's official statistics on cancer cases and deaths. Find statistics for your  
state and see h o w  you  com pare w ith  other states at w w w .cd c .g o v /u scs .

----------------------------------------r f ------------------------------------

Advanced Tip: CDC WONDER
If you want more detailed data tables and graphics than you 
can find on our resource lists, try  using CDC WONDER 
(http://wonder.cdc.gov/cancenhtm l). This online database lets 
you create tables, maps, and charts o f cancer rates fo r  your 
area. Organize results by year, sex, race, ethnicity, age, primary 
cancer site, and childhood cancer. CDC WONDER is intended 
fo r  epidemiologists and other people who are knowledgeable 
about cancer data.

6

http://cancercontrolplanet.cancer.gov/state_plans.jsp
http://cancercontrolplanet.cancer.gov/state_plans.jsp
http://www.cdc.gov/uscs
http://wonder.cdc.gov/cancer.html


♦ State Cancer Profiles. This interactive Web site (http://statecancerprofiles.cancer.gov) 
has m aps and graphs that show  cancer rates for the U nited  States and for individual 
states and counties.

♦  State Cancer Facts, available at http://apps.nccd.cdc.gov/StateC ancerFacts/, provides  
statistics from the United States Cancer Statistics report for the m ost com m on cancers, 
by state.

♦  Your state cancer registry m ay be able to g ive you  m ore specific data. Find contact 
inform ation at http://apps.nccd.cdc.gov/dcpc Program s/default.aspx?NPID =3.

T his m a p  w as crea ted  w ith  th e  in terac tive  m a p  fea tu re  on  th e  S tate C ancer Profiles 
W eb site. C lick o n  th e  links to find  th e  in fo rm ation  you  w a n t—for exam ple, d a ta  for 
a specific state, type  of cancer o r risk  factor, age range, o r year. T he W eb site creates 
co lor-coded  m ap s , g raphs , an d  da ta  tab les th a t you  can p rin t o r save. You can also 
ex p o rt the  d a ta  in to  a sp read sh ee t p ro g ram . U se  th is in fo rm ation  in  y o u r ou treach  
activ ities a n d  m ateria ls.

♦ State and loca l hea lth  departm ents keep data on health problem s affecting their 
com m unities, includ ing cancer. Check your health departm ent's Web site to see if 
the inform ation is online, or contact them  directly.

♦  Local chapters o f national cancer organ izations m ay have data on cancer rates in 
your state or county. You can search organization Web sites to find this inform ation, 
or contact them  directly. U se DCPC's list of partners (w w w .cdc.gov/cancer/dcpc/ 
partners) to help  you  find the inform ation you  need.
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W h a t  C a n c e r  P r e v e n t i o n  R e s o u r c e s  A r e  A v a i l a b l e ?

K now  w hat m edical, educational, and socia l service resources are in your 
c o m m u n ity - lik e  low -cost cancer screening program s, w orkshops, and support 
groups. You can u se  this inform ation in your outreach activities to

♦  Refer peop le to services. People are m ore likely to change their behavior if they  
k n ow  h o w  to find the help  they need. For exam ple, if you  tell p eop le they should  
get screened for colorectal cancer, they're m ore likely to do it if you  also tell them  
w here to find nearby screening programs.

♦  Learn about other outreach efforts 
going  on in the com m unity. Look 
for w ays to connect w ith  the groups 
d oing this outreach. See h o w  you  can 
w ork together or h o w  you  can design  
your strategy to com plem ent theirs.
Find out w hat n ew  activities are 
needed , so you  can tailor your efforts 
to fill the gaps.

♦  Get to k n ow  com m unity leaders in  
cancer prevention w h o  m ight w ork  
w ith  you  to get your m essages out.

To find out about cancer prevention services

♦  Join your local CCC program.

♦ Stay up-to-date on w hat local organizations are doing. Check their Web sites, sign  
up for their new sletters, fo llow  them  on Twitter, and v isit their Facebook pages. 
O rganizations to fo llow  include

• H ealth departm ents.

• M edical facilities like hospitals, clinics, and w ellness centers.

• Local groups focused  on cancer prevention and local chapters of national 
organizations like the Am erican Cancer Society or Susan G. K om en for 
the Cure.

• C om m unity and senior centers.

• Recreational facilities.

• Schools.

• Faith-based organizations and places of w orship.
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♦ Read local new spapers, com m unity bulletins, and blogs.

♦  Find out w hat low -cost, C D C -funded screening services are available in your  
com m unity. For exam ple,

♦ The N ation al Breast and C ervical Cancer Early D etection  Program (NBCCEDP) 
(w w w .cdc.gov/cancer/nbccedp) helps w om en  get screened for breast and  
cervical cancer in all 50 states, the District of Colum bia, 5 territories, and
12 tribal com m unities.

♦ The C olorectal Cancer C ontrol Program (w w w .cdc.gov/cancer/crccp) helps m en  
and w om en  aged 50-64 years get screened for colorectal cancer in 25 states and  
4 tribal com m unities.

Advanced Tip: Community Asset Map
Make a list o f the  assets in your com m unity to  learn what resources you can tap into fo r  your 
outreach and partnership activities. A c o m m u n ity  asset is anything th a t improves the  quality 
o f com m unity life. Examples include
♦ Skills and abilities o f com m unity members.
♦ Buildings like schools, hospitals, places o f worship, libraries, recreation and community 

centers, and social clubs.
♦ Local businesses.
♦ Neighborhood groups like homeowners' associations and parent-teacher associations.
♦ Local private, public, and nonprofit institutions and organizations.

An asset m ap shows you what resources are available in your com m unity and how they 
are connected. To make an asset map, list your community's strengths and resources, and 
then put this inform ation into a diagram or table. Use the  map to  find ways to  use your 
community's assets to  spread your messages.
For more inform ation on com m unity asset maps, see
♦ Capacity Bu ild ing fo r  D iabetes O utreach: A C om prehensive Tool K it fo r  

O rganizations Servin g  Asian and P a cific  Islan der Com m unities (http://ndep.nih. 
gov/media/capacity-building-toolkit.pdf), a too l kit developed by CDC's National Diabetes 
Education Program.

♦ The C o m m u n ity  Tool Box (h ttp ://ctb .ku.edu), a resource from  the University o f Kansas 
tha t presents practical ideas on how to  build healthy communities.

♦ The C o m m u n ity  H ealth  Assessm ent aNd Group E va lu a tio n  (CHANGE) Tool
(www.cdc.gov/healthycommunitiesprogram/tools/change.htm), a resource tha t includes 
a series o f spreadsheets tha t can be used to  gather and organize inform ation about 
com m unity assets and possible areas fo r  improvement.
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W h a t  C a n  p e o p l e  D o  t o  P r e v e n t  C a n c e r ?

This part of your com m unity assessm ent helps you  understand w hat p eop le in your  
com m unity can do to protect them selves from  cancer. It asks you  to think about factors 
that m ight m ake it harder for p eop le to u se  local services and resources. It also can shed  
light on h o w  to im prove outreach m essages for your com m unity.

Factors to consider include

♦ A nyth ing that g ives p eop le a higher risk of getting cancer, like age, heredity, 
or the environm ent.

♦  A nyth ing that affects h o w  m uch m oney  p eop le have, like incom e levels, 
em ploym ent status, and insurance coverage.

♦ Language, cultural, and literacy barriers.

♦ Rates of behaviors that can affect health, like sm oking and physical activity.

♦ Cultural beliefs about cancer prevention, u se  of health care services, and risk factors.

♦ Support services that m ake it easier for p eop le to go to the doctor, like 
transportation, child care, and interpreters.

Even if you  already know  w hat factors to keep in m ind, it's help fu l to know  m ore 
about them. W hat you  learn can help  you  decide w h o  you  w ant to reach and w hat you  
w ant to tell them . It can help  you  develop  m essages and m aterials that appeal to your  
com m unity m em bers, reflect their experiences, and give them  the inform ation they  
need  to take action. Try som e of these strategies:

♦  R eview  your local cancer control plan to find inform ation on screening, risk 
factors, and sm oking law s in your state, tribal com m unity, or territory. You can 
also check w ith  your local CCC program  or cancer coalition to see if they have  
this inform ation.

r
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♦

♦

Talk to local leaders from  a variety of sectors—like health care, education, social 
service, and b u sin ess—to get a m ore com plete picture of your com m unity's needs.

Search your state or local health departm ent's Web site for inform ation about 
your com m unity's u se  of screening services, lifestyle factors, and behaviors that 
influence health.

♦ U se these resources to get data on com m unity characteristics and behaviors that 
influence cancer risk:

• CDC's B ehavioral R isk  Factor Surveillance System  collects inform ation about 
health conditions and risk behaviors in all 50 states. Get statistics for your city or 
county at http://apps.nccd.cdc.gov/BRFSS-SM ART.

• CDC's N ation al H ealth  In terv iew  Survey has been u sed  to collect inform ation  
from p eop le on a range of health topics for m ore than 50 years. Find survey  
results at w w w .cdc .gov/nchs/n h is.h tm .

• CDC's Youth R isk  B ehavior Surveillance System  tracks behaviors that put 
youth  and you n g  adults at risk of health  problem s. Get statistics for your state 
at w w w .cdc.gov/H ealthyY outh/yrbs.

• U se the State Cancer Profiles Web site (http://statecancerprofiles.cancer.gov) to 
find inform ation on screening, risk factors, and sm oking law s for your state.

• H ealthy People 2020 (w w w .healthypeople.
gov/2020/LH I) is a 10-year agenda for 
im proving the health of all Am ericans. It 
includes Leading H ealth Indicators, w hich  
are im portant health  issues like access 
to services; u se  of preventive services; 
environm ental quality; nutrition, physical 
activity, and obesity; and tobacco use. Click 
on each indicator for national statistics.

• C ounty H ealth  R ankings (w w w .cou n ty  
healthrankings.org) w ere d eveloped  by The 
Robert W ood Johnson Foundation and the 
U niversity of W isconsin Population H ealth  
Institute. They sh ow  the factors affecting  
your county's health and h o w  your county  
com pares w ith  others in  the state. You 
can find statistics on sm oking rates, use of 
screening services, poverty, unem ploym ent, 
and pollution.

1 1

http://apps.nccd.cdc.gov/BRFSS-SMART/
http://www.cdc.gov/nchs/nhis.htm
http://www.cdc.gov/HealthyYouth/yrbs/
http://statecancerprofiles.cancer.gov
http://www.healthypeople.gov/2020/LHI
http://www.healthypeople.gov/2020/LHI
http://www.countyhealthrankings.org/
http://www.countyhealthrankings.org/


W h a t  D o  P e o p l e  K n o w  A b o u t  C a n c e r ?

Before you  begin  your outreach activities, find out w hat p eop le in your com m unity  
k now  about cancer—w ho's at risk, h o w  to prevent it, and w here to go  to learn m ore or 
to get screened. W ith this inform ation, you  can focus on m essages that teach som ething  
n ew  or take a fresh approach. This is m ore likely to get peop le's attention and inspire 
them  to take action.

Your organization m ay already know  about the level of aw areness in your com m unity. 
W hether you're looking for the inform ation for the first tim e or trying to learn m ore, the 
fo llow ing  strategies can give you  a deeper understanding:

♦  Learn m ore about the screening and prevention program s you  found in your 
com m unity assessm ent. See if they w ill share inform ation on  local know ledge, 
attitudes, and beliefs about cancer.

♦  Check w ith  your state or local health departm ent or w ith  the local chapter of 
national cancer organizations to see if they have or can lead you  to this inform ation.

♦  Talk to com m unity leaders, 
health care providers, 
patient educators, and others 
w h o  w ork w ith  the public, 
especially  w ith  p eop le m ost at 
risk of cancer.

♦  K eep an eye on the local m edia  
for articles and ads aim ed  
at raising public aw areness 
about cancer. This w ill g ive you  
a sense of w hat inform ation  
your com m unity has seen.

♦ A sk com m unity m em bers 
directly. If your organization  
has a newsletter; takes calls 
from  the public; or has a Web 
site, Facebook page, or Twitter 
account, you  can u se  them  to 
conduct a short survey. Ask  
peop le a few  questions to find  
out w hat they know  about 
the cancers affecting your 
com m unity and w hat they can 
do to protect their health.
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Advanced Tip: Forums and Focus Groups

To get an in-depth understanding o f people's awareness about cancer in your community, 
you can talk to  groups o f people in person. Organizing com m unity forum s and focus groups 
takes more tim e and resources. But giving com m unity members the  chance to  share the ir 
opinions creates buy in, raises your organization's profile, and gives you more credibility.
Invite people from  all sectors o f your com m unity to  a c o m m u n ity  fo ru m . Make sure the 
location and tim e are convenient and the  location is accessible. Ask people direct questions 
or ask them  to  fill ou t questionnaires.
Conduct a focus  g ro u p  o f people in your community. A focus group is a small group o f 
people w ith similar characteristics who discuss the ir views on a particular issue. Make sure 
your focus group includes people who are like those you plan to  reach ou t to. A focus group 
lets you probe more deeply than a survey, and it can be more effic ient than interviewing 
people individually. If possible, use a professional m oderator who matches the  cultural 
characteristics o f your participants.
For more inform ation on conducting focus groups to  gather inform ation about the 
community, see the follow ing resources:
♦ Capacity Bu ild ing fo r  D iabetes O utreach: A C om prehensive Tool K it 

fo r  O rganizations Servin g  Asian and P a cific  Islan der Com m unities
(http://ndep.nih.gov/media/capacity-building-toolkit.pdf).

♦ CHANGE Tool (www.cdc.gov/healthycommunitiesprogram/tools/change.htm).

W h o  A r e  P o s s i b l e  P a r t n e r s ?

Before you  finish your com m unity assessm ent, look back over the inform ation you 've  
collected to identify  com m unity  leaders you  should  m eet, learn from, and partner with. 
They are peop le w ho  provide cancer screening services, teach the public about their 
health, and support healthy behaviors. They can help  you  reach peop le w h o  are at the 
highest risk of cancer. They can also help  you  build  a netw ork of partners that covers all 
sectors of your com m unity.

W hen identifying potential partners, start w ith  obvious choices like health care providers, 
educators, and public health experts. Find out if your efforts are in line w ith  activities 
outlined in  your local cancer control plan, and ask the local CCC program or cancer 
coalition to support your efforts. You m ay also contact other people and groups, like

♦ Leaders of state and local health departm ents.

♦ H ealth educators and patient advocates.

♦ Other com m unity groups.

♦ Social service agencies and com m unity centers.

♦ Survivorship and support groups.
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♦ School boards and parent-teacher associations.

♦  Faith-based organizations and places of w orship.

♦  Local businesses.

♦  M em bers of the local media.

♦  City planners.

♦  State and local political offices.

R esources that can help  connect you  w ith  potential partners include

♦ Grantees of D CPC -funded national program s 
(w w w .cdc.gov/cancer/dcpc/about/program s.htm ).

♦  DCPC's list of national partners (w w w .cdc.gov/cancer/dcpc/partners).

♦  Your organization's m ailing lists, listservs, and social m edia followers.

♦  D irectories of local businesses, services, and com m unity agencies.

For m ore inform ation on engaging partners, see "Chapter 4. B uilding C om m unity  
Partnerships."
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P l a n n i n g  Y o u r  
C o m m u n i t y  
O u t r e a c h  S t r a t e g y

N o w  that you  have a better idea w hat your com m unity n eed s to know  about cancer 
prevention, you  can think about w ays to get inform ation to them . Before you  jum p in, 
get organized. Take som e tim e to put together an outreach p lan  that defines the "what," 
"where," and "who." Putting a clear plan in place is the first step to getting the results 
you  w ant from  your outreach. It keeps your colleagues and partners w orking tow ard a 
shared goal, and it helps you  think through the resources you  need. Show  your plan to 
your local CCC program , cancer coalition, and possib le partners to gain their support. 
U pdate it as you  rev iew  your outreach efforts.

To see w hat a com m unity outreach plan m ight look like, see the sam ple on page 18. U se  
w hat you  learned in your com m unity assessm ent to draft your outreach plan. Cover 
the fo llow ing  topics: need , goals, audience, m essages, materials, channels and activities, 
partners, and evaluation.

N e e d

W hat d id  you  learn from your com m unity assessm ent? W hy do you  need  to reach out 
to p eop le about cancer? W rite d ow n  the im portant points you  learned—like w hich  
cancers have h igh  rates in your 
com m unity and w hat people  
do or don't do to low er their 
risk. If you  found out about 
services peop le aren't u sing, like 
a sm oking quit line or self-help  
w orkshop, w rite that d ow n  too.

G o a l s

W hat results do you  want?
W hat inform ation do you  w ant 
peop le to take aw ay from your 
m essages and materials? List 
short-term goals, like getting  
m ore w om en  to have regular 
Pap tests or getting m ore teens 
to u se  sunscreen. List long-term  
goals to o —like reducing the 
rates of cervical or skin cancer 
in  your com m unity.
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A u d i e n c e

W ho is affected m ost by cancer in your community? W ho needs to know  this information? 
You m ight need to reach m ore than one group of people. Write dow n  the age range, sex, 
race, ethnicity, and any other important characteristics of the people you  w ant to reach.

*
Advanced Tip: Audience Insights

The more you know about your audience, the  better you can reach them . Find ou t more about 
what matters to  people, how they spend the ir tim e, and where they get the ir inform ation. This 
will help you talk to  people in ways th a t make the  m ost sense to  them . For more inform ation, 
see CDC's Audience Insights at www.cdc.gov/healthcommunication/Audience.

M e s s a g e s

W hat are you  trying to tell peop le  
or get them  to do? Try to w ork your  
m essages into outreach m aterials 
and activities as m uch as you  can.
Keep your m essages sim ple and  
straightforward. For exam ple, if you're 
focused  on preventing lung cancer, 
your key m essages m ight be

♦ "Our state is in the top five for lung  
cancer deaths."

♦ "Smoking is the num ber one cause 
of lung cancer."

♦ "Low -cost program s that can help  
you  quit are near you."

M a t e r i a l s

W hat handouts do you  have to reinforce your m essages? They can be fact sheets, 
brochures, posters, or other printed item s. You can also use electronic item s like e-cards. 
To save tim e and resources, u se  m aterials that are already prepared.

CDC has resources like fact sheets, e-cards, podcasts, and public service announcem ents 
in  English and Spanish. The inform ation in these m aterials is accurate and up-to-date. 
Find w hat you  need  at w w w .cdc.gov/cancer/dcpc/resources and dow n load  or order 
printed copies.
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C h a n n e l s  a n d  A c t i v i t i e s

H o w  are you  go ing  to get your m aterials to the p eop le w ho  need  them? W rite dow n  
h o w  you  plan to reach your audiences. For exam ple, you  m ight g ive presentations at 
local events, g ive bulletin  inserts to local h ou ses of w orship , or leave brochures at local 
beauty parlors and barber shops. D ecide w hich  m edia ou tlets—like local new spapers  
and radio stations—can help  you  spread your m essages. Think about h o w  you  can 
w ork w ith  other com m unity groups, leaders, and businesses to get your inform ation  
out. See Chapter 3 for m ore inform ation about h o w  to put your outreach strategy  
into action.

You don't have to start from  scratch to com e up  w ith  outreach activities. Find out w hat's 
been tried in other com m unities and h o w  w ell it w orked. This w ill g ive you  som e  
ideas for w hat m ight w ork in your com m unity. CDC's too ls for com m u n ity  action at 
w w w .cdc.gov/healthycom m unitiesprogram /tools can connect you  w ith  action guides  
and other resources. Your local CCC program  or cancer coalition is a good  place to start. 
If they don't have activities in your com m unity, see if they have m aterials you  can use.

P a r t n e r s

W hich other com m unity leaders, groups, or 
businesses are you  going to w ork w ith  to w iden  
your reach? D efine w hat your relationships and  
roles are. Be clear about w h o  the m essages are 
going  to com e from. See Chapter 4 for m ore 
inform ation about w orking w ith  partners.

E v a l u a t i o n

H o w  are you  go ing  to tell w hether your  
outreach strategy is working? R eview  w hat you  
did  to learn w hat w orked and w hat didn't w ork  
in  your com m unity. See Chapter 5 for m ore 
inform ation on h o w  to evaluate your activities.

The fo llow ing  resources can help  you  develop  
an outreach plan and sh ow  you  examples:

♦ The N ational Cancer Institute's (NCI's)
M aking H ealth Com m unication Programs W ork, also know n as "the Pink Book" 
(w w w .cancer.gov/cancertopics/cancerlibrary/pinkbook).

♦ CDC's G atew ay to H ealth  C om m unication  and Social M arketing Practice
(w w w .cdc.gov/healthcom m unication ).

1 7

http://www.cdc.gov/healthycommunitiesprogram/tools/index.htm
http://www.cancer.gov/cancertopics/cancerlibrary/pinkbook
http://www.cdc.gov/healthcommunication/index.html


S a m p l e  C o m m u n i t y  O u t r e a c h  P l a n

A S c h o o l-B a s e d  C a m p a ig n  t o  R e d u c e  Skin  C a n c e r  R isk A m o n g  
H igh S c h o o l S t u d e n t s

N EED

♦ Skin cancer is the most common kind of cancer in the United States. Our state has one of 
the highest rates of skin cancer in the country.

♦ Teens are especially at risk. In our state, the number of new cases of skin cancer in teens 
aged 14-17 years has increased significantly in the last 10 years.

♦ Teens are less likely than adults to use sunscreen, stay in the shade, or wear protective 
clothing when out in the sun for more than an hour.

♦ A survey conducted by the state health department found that
• Many teens think having a tan makes them look healthy and attractive.
• Many teens don't know that getting a few serious sunburns early in life can increase 

their risk of skin cancer.
• Most teens know they should wear sunscreen with a sun protection factor (SPF) 

of at least 15.
• Fewer teens know they need to reapply sunscreen after 2 hours or that sunscreens 

have an expiration date.
♦ Our state's comprehensive cancer control program plans to work with local school 

districts to tell teens about the importance of sun protection.

GOALS

S h o r t- te r m
♦ Raise awareness among local high school students about skin cancer risks.
♦ Get more teens to wear sunscreen, hats, protective clothes, and sunglasses when outside.
♦ Encourage school staff and parents to model skin-protective behaviors.

L o n g -te r m
♦ Lower skin cancer rates in our community.
♦ Get teens to adopt skin-protection habits that will continue into adulthood.

TARGET A U D IE N C E S

♦ Teens aged 14-17 years.
♦ School administrators and staff.
♦ School nurses, physical education instructors, and sports coaches
♦ Parents and other family members.
♦ District school health councils and school health teams.
♦ Local businesses that sell sun-protection items.
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KEY M E SSA G E S

■  Key messages for our outreach activities came from our
community assessment.

♦ Our tate has one of the highest rates of skin cancer in 
the country.

♦ A few sunburns can increase your risk of skin cancer 
later in life.

♦ Unprotected skin can be damaged after only 15 minutes 
of sun exposure. Any change in skin color—pink or 
tanned—is sun damage.

♦ You an protect your skin and still have fun outside.
Just remember to
• About half an hour before you go outside, put on 

sunscreen with a sun protection factor (SPF) of at 
least 15.

• Take a break and get in the shade from time to time.
• Wear a hat and a loose-fitting shirt and pants.
• Don't forget your sunglasses.

M ATERIALS

P rin t M a te r ia ls
♦ Skin ancer publications 

www.cdc.gov/cancer/dcpc/publications/skin.htm
♦ For schools: Sun Safety at Schools: What You Can Do 

www.cdc.gov/cancer/skin/pdf/sunsafety v0908.pdf
♦ Guidelines for School Programs to Prevent Skin Cancer 

www.cdc.gov/cancer/skin/what cdc is doing/guidelines.htm
♦ For parents: Play It Safe in the Sun: A Guide for Parents 

www.cdc.gov/cancer/skin/pdf/CYCParentsBrochure.pdf

O th er  M a te r ia ls
♦ Podcasts on skin cancer prevention 

www.cdc.gov/cancer/skin/basic info/prevention.htm

J
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C H A N N ELS A N D  ACTIVITIES

We will work with our local comprehensive cancer control program and partners to 
reach teens through school-based activities. For example, we will

♦ Ask local experts to speak to school administrators, staff, nurses, physical education 
instructors, and coaches about the importance of sun safety and how to support it in 
their schools.

♦ Give presentations at local parent-teacher association or organization meetings to 
educate families about skin cancer risks and prevention.

♦ Send press kits to local student newspapers with materials they can use to write stories 
about the importance of sun safety.

♦ Hand out brochures and flyers with sun-safety tips at school sporting events.
♦ Ask local businesses to donate sunscreen and other protective gear to schools for 

students to use during outdoor school events like field trips and sports events.
♦ Share information about presentations and success stories with local media outlets.
♦ Tweet regular tips and reminders about sun safety, particularly on days when the 

ultraviolet index (UVI) is high.

We will use CDC's Sun Safety for America's Youth Toolkit (www.cdc.gov/cancer/skin/pdf/ 
toolkit/SunSafetyToolkit MainText.pdf) for more ideas as needed.

EVALUATION

We will track and report on the following information:

♦ Number of schools that received materials or presentations.
♦ Number of presentations given and to what types of audiences.
♦ Number of stories published by student newspapers and other local media outlets.
♦ Number of school sporting events attended.
♦ Number and types of materials handed out.
♦ Number of times tweets were retweeted.
♦ Number of businesses that donated sun-protection items to local schools and the total 

value of their donations.
♦ Feedback from school administrators, staff, parents, and students on changes in teens' 

sun-safety behavior.
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Getting t h e  
W o r d  O u t

After you 've  done your outreach plan, you  can put it into action. The tw o phases 
in  this process are preparation and distribution.

P r e p a r a t i o n

L e a r n  Y o u r  C a n c e r  F a c t s

Start by educating yourself on the cancers you'll be telling p eop le about. Get familiar 
w ith  term s and definitions, causes, risks, and w ays to prevent them . Resources w here  
you  can learn m ore include

♦ Your local cancer control plan and fact sheets from  your local CCC program  or 
cancer coalition.

♦  C D C 's Cancer Web site at w w w .cdc.gov/cancer for inform ation on select cancers 
and w ays to prevent them.

♦ N CI Web site at w w w .cancer.gov  for inform ation on m any kinds of cancer.

♦  The U.S. Preventive Services Task Force Web
site at w w w .uspreventiveservicestaskforce.org  
for the latest cancer screening recom m endations.
CDC sum m arizes this inform ation for 
select cancers at w w w .cdc.gov/cancer/dcpc/ 
prevention/screening.htm .

P r e p a r e  R e s o u r c e s  a n d  M a t e r i a l s

Get your resources and m aterials ready to go. You'll 
use them  to package your m essages. They can be in  
a variety of formats, like

♦  Fact sh eets and brochures w ith  inform ation  
on  the type of cancer you're targeting, w ho's  
at risk, and w ays to prevent it.

♦

♦

Posters and flyers w ith  short m essages, like 
key facts about cancer and rem inders to  
get screened.

P ublic service ann oun cem en ts (PSAs) are 
print, radio, or television  advertisem ents that 
educate p eop le about an im portant issue. 
M ass m edia ou tlets—like m agazines,

T his fact sheet is from  C D C 's Screen for 
Life: National Colorectal Cancer Action 
Campaign. It h a s  basic in fo rm ation  ab o u t 
colorectal cancer screening. You can p rin t 
o r o rd e r th is a n d  o th er fact sheets from  
C D C 's C ancer W eb site. H a n d  th em  o u t as 
p a r t of y o u r ou treach  efforts.
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new spapers, radio stations, television  stations, and  
Web s ites—m ay print or broadcast them  for free.

♦  Podcasts are audio recordings w ith  one or m ore 
speakers talking about a particular topic. People 
can listen  to them  on  their com puter, iPod, or 
smart phone and share them  w ith  others.

♦  Electronic greeting  cards, also called e-cards, 
are short, prepared m essages that p eop le can 
personalize and send  by e-m ail to their friends.

♦ W eb buttons and banners are sm all advertise­
m ents that peop le can post on  their Web site, social 
netw ork profile, or b log  to sh ow  support for 
your m essage.

You can get m aterials that are already d eveloped  from  
the fo llow ing  sources:

♦  Your loca l CCC program  or cancer coa lition  has
m aterials branded for your state, tribal com m unity, 
or territory. These m aterials m ay include contact 
inform ation for your local health  agency.

♦  C DC has resources and m aterials on  several com m on kinds of cancer. M any are 
available in English and Spanish, and som e feature celebrities. Find w hat you  need  
at w w w .cdc.gov/cancer/dcpc/resources and dow nload, print, or order copies
free of charge.

♦  N CI has m aterials on m any kinds of cancer and related topics, like prevention, 
screening, treatment, and survivorship. M aterials are available for patients and their 
fam ilies, as w ell as for health  professionals. In addition to English and Spanish, 
m aterials are available in C hinese, Tagalog, and V ietnam ese. Find w hat you  need  
on the N CI P ub lications Locator at https://pubs.cancer.gov/ncip l and print or order 
free copies.

♦  Your state hea lth  departm ent m ay have m aterials you  can get copies of and hand  
out to your com m unity. Check the Web site or call to find out.

♦  Som e n ation al cancer groups have m aterials for the public. Before you  u se  their 
m aterials, contact these groups to find out w hat their policies are about printing and  
handing out copies.

♦  Local h osp ita ls  or hea lth  centers m ay have m aterials you  can hand out. If they offer 
screening, find out if you  can get handouts w ith  inform ation about the services they  
offer, schedules, costs, and h o w  to m ake an appointm ent.

♦  H ealth finder.gov (http://healthfinder.gov) has inform ation about a variety of 
health topics, includ ing cancer. It offers interactive tools that peop le can use to help  
them  stay healthy, like health calculators, e-cards, v ideos, and podcasts. It also

F in d  F R E E  a n d  
LOW-COST

b r e a s t  a n d  c e r v ic a l  
c a n c e r  s c r e e n i n g s  

in  y o u r  a r e a .

National Breast and 
Cervical Cancer 

V̂Earty Detection Program,

T his is an  exam ple  of a W eb bad g e  
for th e  NBCCEDP. C o p y  an d  paste  
th e  code show n  a t w w w .cdc.gov / 
cancer/nbccedp /badges .h tm  to 
d isp lay  it on  y o u r W eb site, social 
n e tw o rk  profile, o r b lo g  to  p rom o te  
b reas t an d  cervical cancer screening.
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links p eop le to local health services. Each m onth, healthfinder.gov features a tool 
kit of inform ation and outreach ideas on a national health observance topic (like 
Colorectal Cancer A w areness M onth). The tool kits include sam ple tw eets, Web 
badges, and other resources to help  you  spread the word.

----------------- J----------------- j
Advanced Tip: Make Your Own Handouts

If you don't have a local CCC program or cancer coalition th a t can provide
materials fo r  your community, you can make your own.
♦ Use the  resources you learned about in Chapter 1 to  create colorful tables 

and graphics tha t show the number o f cancer cases and deaths in your 
com m unity and who's affected most.

♦ Add bullet points with key facts about the type o f cancer you're targeting 
and what people can do to  protect themselves. Include the latest screening 
recommendations and where people can go to  get screened in your area. You 
can use inform ation on CDC's Web site, but make sure to  note where you got 
the information.

♦ Write in clear, simple language w ithou t too  many technical or medical terms.
If you have to  use these terms, make sure to  define them.

♦ Translate the handout as needed.
See www.cdc.gov/healthliteracy to  learn how to  make easy-to-read materials.
The "Develop Materials" section has helpful tips, tools, and guidelines.

L is t  T a lk in g  P o i n t s

M ake a list of talking points to gu ide w hat you  say to different audiences and situations. 
Start w ith  your key m essages and add details that can help  answ er questions people  
m ight ask. U se w hat you  learned in your com m unity assessm ent to decide w hat 
inform ation is im portant to the peop le you're trying to reach.

Your talking points should  help  m ake the case for w h y  peop le should  care and tell 
them  w hat they can do to m ake a ch an ge—in their ow n  health and in the health of their 
com m unity. You don't w ant to scare peop le w ith  your m essages, but you  do w ant them  
to understand the seriousness of the problem  and take action. You don't w ant them  to 
feel that the problem  is hop eless or they can't do anything about it. G ive peop le real 
solutions. Let them  know  they have the pow er to protect them selves. Check w ith  your  
local CCC program  or cancer coalition to find out if they have talking points you  can 
adapt for your com m unity.

Tailor your talking points as n eed ed  to m atch your au d ien ce—like p eop le at risk, 
fam ilies and caregivers, health care providers, teachers and other educators, em ployers, 
spiritual or religious leaders, or other com m unity leaders. Keep them  short and to the 
point. A void  technical language and buzzw ords.
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Your talking points should  answ er the fo llow ing  questions:

What's the Problem?
Focus on one or tw o  cancers that take the greatest toll on your com m unity. List key facts 
about them , like

♦ H o w  m any p eop le are d iagnosed  w ith  or d ie of these cancers nationw ide.

♦  H o w  m any p eop le are d iagnosed  w ith  or d ie of these cancers in your county, state, 
tribal com m unity, or territory.

♦  W here your state ranks in the nation or region — or w here your county ranks in 
the state—for cancer cases or deaths. You should  include this inform ation if your 
ranking is high.

♦ W hy the rates in your area are so high. It m ight be due to h igh  levels of risky  
behaviors like sm oking or other health  problem s like obesity that put p eop le at 
risk of certain cancers. It could  also be because peop le are not getting screened and  
cancers are not being caught early enough  to treat easily.

♦  W hat factors keep peop le from getting screened or taking other steps to protect 
them selves. M aybe a lot of people in your area are out of w ork and don't have health  
insurance or enough m oney to pay for m edical tests. M aybe there are cultural issues, 
like language barriers. M aybe people sim ply don't know  w hat they should  do.

W ho's a t  Risk?

Talk about w ho's m ost likely to get or die of cancer in  your county, state, tribal 
com m unity, or territory. U se the inform ation from  your local CCC program  or cancer 
coalition, the statistics you  found in your com m unity assessm ent, and the inform ation  
on risk factors you  learned w hen  reading about this kind of cancer. M ake sure to 
m ention age range, sex, race and ethnicity (if appropriate), genetic traits, ongoing health  
problem s, and other factors that can increase peop le's risk.

W h at C an P e o p le  D o t o  P r o t e c t  T h e m s e lv e s ?

D iscuss w hat peop le can do to low er their risk. This can include getting recom m ended  
screening tests, eating better, being m ore physically  active, losing  w eight, quitting  
sm oking, and w earing sunscreen. Be specific. Tell peop le h o w  often they need  to get 
screened and w hat kinds of tests they should  have. If they need  m ore physical activity, 
tell them  h o w  m any m inutes or hours they need  each day, and su ggest realistic w ays 
they can get it—like w alk ing their kids to school instead of driving them. If peop le  
need  to be careful about h o w  m uch sun they get, su ggest sim ple tips like w earing a 
hat and sunglasses.

W h at S e r v ic e s  A re  A v a ila b le  t o  H e lp  T h em ?

List places w here p eop le can go for low -cost screening, as w ell as other services like 
health education  w orkshops and support groups. M ake sure peop le know  w here they  
can get the support services they n e e d —like child care, transportation, or language  
translation—to take full advantage of the services the com m unity offers.
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H ow  C an Y ou H elp?

W hen talking w ith  other professionals or local business or com m unity leaders, 
em phasize w hat they can do to help  get your m essages to the p eop le w h o  need  them. 
Be creative. U se the N ation al D iab etes Education Program 's Diabetes Community 
Partnership Guide for ideas (http://ndep.nih.gov/publications/PublicationD etail. 
aspx?PubId=121). The section called "Organizations M aking a Difference W ith 18 
Easy Ideas" has suggestions for w ays that other organizations can help  you  get your 
m essages and m aterials into the com m unity.

A  help fu l w ay to organize your talking points is to put them  in a m essage box w ith  
your core m essages in the center.

S a m p l e  M e s s a g e  B o x  w i t h  T a l k i n g  P o i n t s

Describe how cervical cancer affects women in Mississippi.
• Among U.S. states and the District of Columbia, Mississippi ranks 

ninth in the number of cases of cervical cancer diagnosed each year.
• But the state ranks first in the number of deaths from cervical 

cancer each year.
Many women in Mississippi don't have health insurance 
and don't know where to go for low-cost Pap tests.

Describe what cervical 
cancer screening services 
are available in Mississippi.
• The Mississippi Breast 

and Cervical Cancer 
Early Detection Program 
(MBCCEDP) offers low-cost 
Pap tests to women aged 
21-64 years at clinics across 
the state.

• [Add names and contact 
information for local 
MBCCEDP clinics.]

• Some local churches offer 
free transportation to and 
from appointments.

Women are more likely 
to  die o f cervical cancer 
in Mississippi than in any 
o ther state.
Regular Pap tests can help 
find cervical cancer early, 
when it's easier to  treat.
Women who qualify can 
get low-cost Pap tests at 
clinics across the state.

Describe who's at highest 
risk of cervical cancer in 
Mississippi.
• African-American women 

have higher rates of cervical 
cancer than white women.

• African-American women 
are also more likely to die of 
cervical cancer.

• Women who do not have 
health insurance or who 
do not have enough health 
insurance are more likely to 
be in advanced stages when 
the disease is diagnosed.

Describe what women can do to protect 
themselves from cervical cancer.

Get a Pap test at least every 3 years or as 
recommended by your doctor.
Use condoms when you have sex to help 
prevent human papillomavirus (HPV), the virus 
that causes most cervical cancers.
Women aged 26 or younger should consider 
getting the HPV vaccine.
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D i s t r i b u t i o n

N o w  you're ready to take your materials 
and talking points into the com m unity.
In general, the m ore tim ely the m essage, 
the m ore likely p eop le are to pay  
attention and take action. Tim e your  
outreach w ith  the fo llow ing  types  
of events:

♦ Local health fairs or screenings.

♦ D ays w hen  m obile screening  
services (like m am m ogram  vans) 
are in your area.

♦ C om m unity events like state or 
county fairs or sporting events.

♦ N ational health  observances or 
national aw areness m onths (see 
http://healthfinder.gov/nho/nho.asp).

♦  Professional conferences and m eetings.

Here are som e outreach strategies you  can try. For best results, try to choose activities 
from  each category.

U s e  Y o u r  O w n  N e t w o r k

One of the first th ings you  can do is tell your 
netw ork of m em bers, partners, or supporters about 
cancer in your com m unity. Try these strategies:

♦  Send e-m ail alerts to the p eop le on your  
distribution list about upcom ing cancer 
screening or prevention activities or 
aw areness m onths.

♦  If you  m ail printed copies of your new sletter, 
include copies of a cancer prevention fact 
sheet or flyer.

♦  If your group has a b log , u se  it to announce 
local screening and prevention activities, or 
w rite a b log post about h o w  cancer affects 
your com m unity.

♦  U se your group's socia l m ed ia  accounts—like 
Facebook and Twitter—to announce events or

r  “\
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link to m aterials and resources. Share 
or retw eet m essages from  groups 
that you  follow , like your local CCC 
program  or cancer coalition, CDC,
NCI, national cancer groups, and local 
com m unity groups.

♦ D isp lay printed m aterials, like flyers 
and posters, in  your group's office.

♦  On your group's W eb site, post 
rem inders about local events, link to 
your local CCC program  or cancer 
coalition and other local cancer 
resources, or add a button or banner 
that links to CDC. Embed podcasts  
and PSAs in your top -v iew ed  pages.

CDC also offers a W eb content syndication  
service. This service lets you  display CDC  
content on your Web site w ithout having to track and copy updates. It lets you  include 
CDC content w ith  your local information, and it helps keep people on your site. Go to 
http://tools.cdc.gov/register to register for this free service and find cancer-related pages 
you  w ant to use.

 * ------------------------------------------------------------Advanced Tip: Twitter
Tw itter is an im portant too l fo r  sharing health inform ation w ith people. If your group uses 
Twitter, try  these activities to  spread your cancer prevention messages:

♦ Live tw e e t  from  an event to  highlight key points o f a presentation and audience 
comments. Live tweeting lets people who can't attend an event fo llow  along.

♦ Schedule or participate in a T w it te r  chat. These are guided discussions or question-and- 
answer sessions on a topic.

♦ Host a T w itte rv ie w  (interview) with a local expert on cancer prevention.
For more activities, see The H ealth Com m unicator's Socia l M edia Toolkit at
www.cdc.gov/socialmedia/Tools/guidelines/pdf/SocialMediaToolkit BM.pdf.
For o ther tips, see CDC's Guide to  W riting fo r  Socia l M edia  at
www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf.
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U s e  t h e  L o c a l M e d ia

Build relationships w ith  
m em bers of local m edia  
ou tlets—new spapers, radio  
stations, telev ision  stations, 
and b loggers—to spread your  
m essages m ore w idely . Try to  
get these m edia outlets to run 
your PSAs, w rite articles on the 
problem  you  identified, or publish  
announcem ents about upcom ing  
screening and prevention  
activities. H ere are tips for 
w orking w ith  the media:

♦  U se your local cancer coalition . M ost cancer coalitions have a w orkgroup that 
focuses on  the m edia. Find out m ore about their m edia activities and h o w  your 
com m unity can be included.

♦  Target the right ou tlets. Look for m edia outlets that cover health topics or 
com m unity issues or that reach your audience. For exam ple, if you  w ant to reach 
Spanish-speaking m em bers of your com m unity, look to local Spanish-language  
radio stations, new spapers, or m agazines.

♦  K now  your loca l reporters and b loggers. They are m ore likely to pay attention  
to p itches and story ideas that focus on topics they've covered. Look through  
back issu es or search their Web site to see w ho  covers health topics or com m unity  
activities for your local m edia outlets.

♦  Stay organ ized . Reporters are busy; don't contact them  over and over about the 
sam e story. If you  don't get a response to your first contact, call or send a fo llow -up  
e-mail. Stop fo llow -up  after three attem pts w ith  no response. Create a list to keep  
track of w h o  you 've contacted and about w hat topic.

♦  B ecom e a resource. Even if a reporter doesn 't w ant to u se  your idea for a story or 
run your PSA, offer to be a resource for future stories or events. This approach helps  
you  establish a relationship and m ay m ake the reporter m ore receptive to your story  
ideas in the future.

♦  K eep  track. Stay on top of coverage in the local m edia. G oogle A lerts can be a useful 
tool for this task. G oogle w ill e-m ail n ew s stories to you  as they happen based on 
your search terms. You can set up  alerts at w w w .goog le .com /a lerts. U se keyw ords  
like the type of cancer, your nam e or the nam e of your group, the nam es of other 
local groups you're w orking w ith, or the nam es of u pcom ing events or activities.

♦  S en d  th an k-you  notes. If a reporter u ses your idea, m ake sure to send an e-m ail or 
handw ritten note of thanks.
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To get reporters to w rite about your issue, you  have to "pitch" your id ea —that is, you  
have to convince them  that it's an im portant issu e to w rite about. See a sam ple m edia  
pitch  on page 31. H ere are im portant tips to rem em ber w hen  m aking your pitch:

♦

♦

♦

♦

E-m ail is  best. M ost reporters prefer to get pitches by e-m ail, but you  can fo llow  up  
w ith  a phone call as needed.

M ake it n ew sw orth y . Pitching a story is com petitive; m em bers of the m edia  
can get hundreds of p itches a day. To m ake your story stand out, m ake sure it's 
new sw orthy. Tie it to recent n ew s stories or upcom ing events, like awareness 
m onths or com m unity activities. U se your talking points.

K eep  it short. D on't g ive too m uch inform ation aw ay in the pitch. Get the reporter 
interested enough  to learn more.

Include background  in form ation . Attach fact sheets, charts, or tables about cancer 
in  your com m unity or link to inform ation in your e-mail. Include inform ation about 
your group or yourself.

To spread the w ord  about an im portant event 
or activity that your group is participating in 
or an im portant m ilestone that you  or your 
partners have reached, you  can w rite a press 
release. A  press release is written like a short 
n ew s story. It's a quick and easy w ay to keep  
your local m edia inform ed.

Press releases are double-spaced and fo llow  
a standard format. They should  include the 
fo llow ing  information:

♦

♦

A  short, attention-grabbing headline.

Your contact inform ation, includ ing phone  
num ber and e-m ail address.

♦  The date the m edia outlets can print the 
inform ation or release it to the public. Press 
releases are usually  sent the day you  want 
the inform ation announced. Include the 
phrase "for im m ediate release" to get it 
announced right away.

♦  Your city and state at the start of the 
first paragraph.
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♦ A  few  short paragraphs w ith

• The w ho, w hat, w hen, w here, w hy, and how .

• A dditional inform ation about the problem , w hat this activity does to 
address it, and w hat role you  and your partners play.

• A  quote from  the head  of your group, a partner, a com m unity leader, 
or a local supporter.

• A  brief description of your group and any partners w h o  are participating.

♦ Three p ound  signs (###) at the bottom  of the last page to indicate the end  
of the press release.

M ail or e-m ail your press release to the appropriate peop le at your local new spapers, 
m agazines, radio stations, or television  stations. Press releases u sually  go to assignm ent 
editors, so m ake sure you  have their nam es and contact information.

For m ore inform ation on h o w  to w ork w ith  the m edia, see the Media Access Guide:
A Resource for Community Health Promotion created by CDC's H ealthy C om m unities  
Program at w w w .cdc.gov/healthycom m unitiesprogram /tools/pdf/m ediaaccessguide.pdf.
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Dear [name of media contact]:

Colorectal cancer is one of the leading causes of cancer deaths for both men and women  
in the United States. In our state, rates of colorectal cancer are decreasing but are still 
higher than the national average. In fact, more people in our state die of colorectal cancer 
than from [disease] and [disease] combined.

Found early, colorectal cancer can be treated. Screening helps find abnormal growths 
that can be removed before they turn into cancer. But in our state, many people don't 
know what puts them at risk or when they should get screened. And many people 
without insurance don't know where to find screening services they can afford.

Our organization is part of a coalition that aims to reduce colorectal cancer rates in our 
state to below the national average in the next 5 years. To recognize National Colorectal 
Cancer Awareness Month this March, we are working to raise awareness about 
colorectal cancer in our community—who's at risk, when they should get screened, and 
where they can go. Please help us spread the word by including an article on colorectal 
cancer in the health section of your next issue.

I've attached some information about colorectal cancer, including statistics for 
our community, background on the disease, prevention tips, and screening 
recommendations. I've also included information about local clinics that offer low- 
cost screening services. Members of our coalition are available for an interview at your 
convenience. We also work with a local colorectal cancer advocacy group; members 
would be happy to share their stories of survival with you.

Thank you for your support. We look forward to hearing from you.

Sincerely,

[Your name, title, and contact information]

J
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S A M P L E  P R E S S  R E L E A S E

FOR IM M EDIATE RELEASE:
[Date] Contact Name:

Telephone:
E-mail:
Web site:

B ringing Cervical Cancer Screening to You: 
M ob ile  Pap Tests and Support Services

(CITY, STATE)—The Health Expo is held every year at the Convention Center to promote 
knowledge and actions that can lead to healthy lifestyles. For 2013, this health fair is 
highlighting cervical cancer by offering free Pap tests to eligible women who attend. We 
encourage low-income or uninsured women who are 21 or older to participate, whether 
they have a family history of cervical cancer or not. Our knowledgeable staff will give 
feedback and offer other support services for women who need them.

A mobile screening van will be unveiled as part of this event. Doctors and certified 
practitioners will provide free Pap tests for state residents during weekly stops at 
neighborhoods throughout the state until July 2014.

"We are so pleased to present the Expo and van this year,” says [organization] President 
Jane Smith. "With so few women in our state receiving the screenings they need, we 
hope our services will make an impact on early detection and preventive health in 
our community."

To be eligible for free cervical cancer screenings through the Health Expo or the mobile 
screening van, you must be

♦ Female.
♦ 21 years old or older.
♦ A current resident of the state.
♦ Low income (at or below 250% of the federal poverty level) or uninsured.

The Health Expo will take place on Saturday, July 8, 2013 at 9:00am-7:30pm at the 
Convention Center. Space is limited, so please arrive early. Please bring a form of photo 
identification with you.

For more information, including directions to the Health Expo, visit [Web site].

[Insert brief description of your organization and your mission and goals. Include your 
phone number and Web site address.]

###
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T a lk  t o  P e o p l e  in  P e r s o n

R eaching out to m em bers of 
the com m unity directly is 
an effective w ay to get your 
m essages across. The best w ay  to 
m eet p eop le is to go to the places 
w here they are. Go to places or 
events w here p eop le in your 
com m unity gather, and talk w ith  
them  inform ally or g ive short 
presentations.

Talk to peop le w h o  are at risk of 
cancer and to the professionals 
and com m unity leaders w ho  
help  th em —like nurses, teachers, 
and religious leaders. These ind iv iduals have strong relationships w ith  m any peop le in  
the com m unity. People are m ore likely  to listen to your m essages and take action if the 
inform ation com es from p eop le they know  and trust.

You can get your m essages and m aterials directly into the com m unity in m any ways. 
H ere are som e examples:

♦  Participate in local com m unity events like state and county fairs, festivals, health  
fairs, screening events, and walk-a-thons. Bring m aterials to distribute. Try to get 
a table or booth  at these events for a reduced price, or partner w ith  another group  
to do so.

♦  Participate in com m unity roundtables.

♦  Give bulletin  inserts to local places 
of worship.

♦  Leave brochures and posters at beauty  
parlors and barber shops.

♦  H ost brow n bag lunch events at 
com m unity centers.

♦  Be a guest speaker at in-service w orkshops  
for em ployees of local businesses, school 
board or parent-teacher association  
m eetings, or health  m inistry events 
for congregants.

♦  A sk local hospital or clinic m anagers to 
disp lay m aterials in their w aiting room s 
and p lay your PSAs or podcasts.

u n a v e a « ^ W eaf0r
o o V °„m eM V °rdoU
gett\n9 tt*® nmeUp ^  .
vou can aMaVS c . ^ vou finci

3 3



♦ Try to get on the agenda to talk to nurses or com m unity health  w orkers during staff 
or professional m eetings.

♦  A sk local businesses to d isp lay your m aterials in their w in d ow s or at the checkout 
counter or add them  to shopping bags at checkout.

For m ore ideas, see the D iabetes Com m unity Partnership Guide at 
http://ndep.nih.gov/publications/PublicationD etail.aspx?PubId=121.

W hen you  g ive a presentation, you  m ay w ant to u se  these tips:

♦  Tailor your talking points to your audience.

♦  H ave printed m aterials that you  can hand out.

♦  Prepare slides that h igh light your key m essages and talking points.

♦  U se instructional aids or p lay PSAs or portions of podcasts.

♦  If appropriate for your com m unity, have som eone from  the com m unity provide  
a survivor testim onial. If your group w orks w ith  cancer survivors, ask if any of 
them  are w illin g  to share their story in public. Check w ith  your local CCC program  
or cancer coalition to find out if a survivorship w ork group can recom m end  
volunteers. You can also ask local health  clinics or survivorship groups for referrals. 
Survivors m ay be w illin g  to participate in  your presentation, or they m ay be m ore 
com fortable g iv ing  an audio, v id eo , or w ritten interview .

♦  If no one from  your group is 
com fortable speaking in public, 
try to recruit a com m u n ity  health  
w orker to do it. A  com m unity health  
w orker is a m em ber of the com m unity  
w h o  is trained to do outreach and 
education but is not necessarily a 
health professional. Check w ith  
your local health departm ent, health  
clinic, health m inistry, or other social 
service organization to see if they can 
recom m end volunteers.

♦  You can also request an expert from the 
C DC  Speakers Bureau at w w w .cdc. 
gov/speakers/subtopic/requestSpeakers. 
htm l. To book a speaker, p lease plan  
6 -8  w eeks in advance.
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Building 
C o m m u n i t y  
P a r t n e r s h i p s

Form ing partnerships lets you  join efforts w ith  other com m unity groups and leaders to 
get your m essages to m ore people. A  com m unity  partnership  can take different forms. 
For exam ple, it can

♦ Be a relationship betw een  tw o groups or ind iv iduals w orking one-on-one or am ong  
m any groups w orking together as a larger netw ork (like a com m unity coalition).

♦ Cover a range of com m itm ents—from  exchanging inform ation or agreeing to 
disp lay brochures to form ally agreeing to share staff or provide funding.

♦ Be an inform al agreem ent (like a prom ise to help  spread the w ord  about outreach  
activities) or a m ore form al relationship w ith  a w ritten contract (like a com m itm ent 
to support an event).

N o  single form ula guarantees a successful partnership, but you  can take steps to help  
build  lasting relationships that benefit you , your partners, and your com m unity.

S t e p  1 .  K n o w  W h a t  Y o u  N e e d

Your com m unity assessm ent tells you  w hat 
the p eop le in your com m unity need  to know  
about their cancer risk. Your outreach plan  
lays out w ays to get this inform ation to 
them . A s you  do your assessm ent and put 
together your plan, figure out w hat activities 
your group needs help  w ith. For exam ple, 
you  m ay need

♦ W ays to connect w ith  p eop le at 
risk of cancer.

♦ M ore channels to spread your 
outreach m essages.

♦ Other skills and expertise, like 
m edical kn ow led ge or experience  
w ith  the m edia.

♦ Inform ation about the com m unity, 
includ ing local statistics on cancer.
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♦ Links to screening services, treatment, and survivorship counseling.

♦  Support services like transportation to appointm ents or interpreters.

♦  Space to host w orkshops and other outreach activities.

♦  D onations of m oney, staff, supplies, or other resources.

S t e p  2 .  I d e n t i f y  P o s s i b l e  P a r t n e r s

The next step is finding the right com m unity groups or leaders to m eet these needs.
Here are som e w ays to get started:

♦  B u ild  on  rela tion sh ip s you  already have. Go to groups you 've w orked  w ith  in the 
past. If you  have a history w ith  them  and know  their m em bers, they m ay be m ore 
w illin g  to help. U se the w ork you  do w ith  these partners to draw  the attention and  
interest of other groups.

♦  Find groups w ith  shared  goals. A s part of your com m unity assessm ent, you'll 
learn w hat other cancer education and prevention activities are going on in your  
com m unity. Try to connect w ith  the groups that are doing these activities. Show  
h o w  you  can w ork together and not duplicate efforts. You can also look at 
w w w .cdc.gov/com m unitytransform ation  to see if any groups in your com m unity  
have C om m unity  T ransform ation G rants from CDC. These grantees are w orking  
to reduce chronic d iseases like cancer by prom oting healthy lifestyles.

♦  Look for n ew  or nontraditional partners. This approach helps you  broaden your 
reach and w ork toward a coordinated com m unity response. In addition to obvious 
partners like health care providers, educators, and public health experts, look for other 
groups that have a stake in the health of the com m unity. The groups you  identify w ill
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vary depending on your com m unity's problems. For a detailed list of w ays to work  
w ith  a variety of partners, see CDC's Engaging, Building, Expanding: An NBCCEDP 
Partnership Development Toolkit at w w w .cdc.gov/cancer/nbccedp/toolkit.htm .

♦  U se a p h ased  approach. M ake a list of the activities you'll need  help  w ith  during  
each phase of the assessm ent, p lanning, and outreach process. Start w ith  partners 
w h o  can help  you  com plete your com m unity assessm ent or get your outreach  
efforts off the ground. Build on these experiences and relationships to recruit n ew  
partners for later activities.

U se the partner assessm en t w ork  sh eet on page 38 to link your group's needs w ith  
possib le partners w ho can help.
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P a r t n e r  A s s e s s m e n t  W o r k  S h e e t
Need W ho  Has Access Shared Goals R e la tionsh ips

Ways to  reach people 
at risk o f cancer

Channels to  spread 
outreach messages

Other skills and 
expertise, like medical 
knowledge or 
experience with 
the media
Information about the 
community, including 
local cancer statistics

Screening services, 
treatm ent, and 
survivorship counseling

Support services like 
transportation to  
appointments 
or interpreters

Space to  host 
workshops and other 
outreach activities

Donations o f money, 
staff, supplies, or 
o ther resources
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After you 've  listed  your possible  
partners, learn m ore about them.
D o background research to m ake 
sure you  k n ow  each partner's

♦  M ission  and area of focus.

♦  Target audience.

♦  H istory and reputation in 
the com m unity.

♦  Current and previous activities in 
cancer prevention.

♦  O rganization, culture, and values.

♦  Available resources.

♦  Possib le areas of need.

For each com m unity group you  w ant 
to approach, look for w ays to m ake a 
partnership m utually beneficial. M ake a list of h o w  the group can help  you  and h ow  
you  can help  them. Benefits to partners can include recognition in the com m unity, m ore 
netw orking opportunities, greater u se  of their program s or services, and access to m ore 
p eop le in the com m unity.

S t e p  3 .  D e v e l o p  P a r t n e r s h i p s

Contact the com m unity groups you're interested in  and m ake your case for w h y  they  
should  partner w ith  you. Try these tips for m aking successful connections:

♦  Start w ith  a phone call, letter, or e-m ail to introduce your group and the goals of 
your outreach strategy. U se your talking points as a guide. If you  know  som eone  
in  the group, contact that person  directly. If you 've been  referred by a colleague or 
som eone in the com m unity, or if you 've w orked w ith  this group in the past, be sure 
to m ention  that. See page 40 for a sam ple partner letter.

♦  W hen you  m eet w ith  the m em bers of a n ew  group for the first tim e, try to do  
it in  person. Talking face-to-face helps you  build  strong relationships and  
successful partnerships.

♦  D uring your m eeting, u se  the talking points from  your m essage box to describe h ow  
cancer affects your com m unity and h o w  you  plan to address it. M ake sure your 
inform ation relates to the group's focus and activities. W hen you  can, tailor your 
com m unication style to "speak their language."

n/out 0C\a\ meow

S S f g s S is ,

- r ^ rffocus-
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♦ Explain w hat you'd like this group to do for you , and w hat you  can do for 
them . Be clear about the level of partnership activities you're proposing.
These activities w ill likely include

• N e tw o r k in g -ex ch a n g in g  information.

• C oordinating—w orking together on activities.

• C ooperating—sharing resources.

• C ollaborating—enhancing each other's capabilities and resources.

♦  Let the m em bers of the group tell you  about their goals, accom plishm ents, 
and needs. Keep in m ind w hat you  learned in your background research. A sk  
for their perspective on the problem  and h o w  they w ou ld  address it. A sk w hat 
resources they are w illing  to contribute and w hat they w ant to get from you.

♦  If the group decides to partner w ith  you , m ake sure everyone k now s and  
agrees to their roles and responsibilities. It's best to put them  in writing.

S A M P L E  P A R T N E R  L E T T E R

Dear [Name of Organization Contact]:

Cervical cancer remains a major health risk for women in our community. [##] women  
die each year of this disease, in large part because the disease is diagnosed at a late stage. 
Our organization is working to reduce cervical cancer in our community by raising 
awareness of local screening services and encouraging women to use them.

We hope you will partner with us in this effort. We have seen your organization's 
commitment to [list appropriate activity or area of expertise]. Because of your 
commitment, we see many ways to combine our strengths to achieve this common goal. 
For example, [describe specific activity and how organization may contribute].

We would like to schedule a meeting to discuss a partnership at your earliest 
convenience. Please feel free to share any insights or concerns you may have regarding 
a potential partnership.

We look forward to hearing from you and working together to fight cervical cancer. 

Sincerely,

[Your name, title, and contact information]
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Advanced Tip: Formal Partnership Agreements
When setting up a new partnership, you should define each partner's roles and 
responsibilities clearly. One way to  do this is to  make a p a rtn e rsh ip  a c tio n  plan. 
This plan outlines your shared vision or mission, what you want your partnership 
to  achieve, the  ground rules fo r  working together, and the activities each partner 
will do. The partnership action plan m ight also include

♦ Who's in charge o f each task.
♦ The names o f contact people.
♦ How you will make decisions.
♦ Problems you m ight face and how you will address them.
♦ Other resources you need.
♦ A tim eline fo r  getting things done.

Before you start any activities, discuss w ith your partner how you want to  track 
the  success o f your partnership. Decide what "success" means and how you will 
measure it. For example, you m ight write  and share periodic progress reports.
If you or your partner wants a more form al agreement, you can draft a 
m e m o ra n d u m  o f  und ers tand ing , c o n tra c t, or o ther w ritten document. If you 
choose this type o f agreement, talk to  a lawyer fo r  advice on exact wording.

S t e p  4 .  M a i n t a i n  P a r t n e r s h i p s

B uilding a strong relationship takes time. The fo llow ing  tips w ill help  you  w ork  
together effectively and keep partnerships going:

♦ C om m unicate regularly. A gree to check w ith  each other regularly by phone or 
e-m ail to talk about h o w  activities are go ing  and h o w  the partnership is w orking  
for both groups. D iscuss each partner's goals for future activities and h o w  you  can  
continue to w ork together.

♦ Express your thanks. A s activities are com pleted, thank your partners one-on-one in 
person or by phone or e-mail. See page 42 for a sam ple thank y o u  letter. W ith their 
perm ission, g ive your partners credit and public recognition for their su pp ort—
for exam ple, during m eetings w ith  other partners, during presentations to the 
com m unity or the m edia, or through social media.

♦ Evaluate progress. Keep track of partnership activities and accom plishm ents, and  
share the results w ith  partners. A sk your partners if they are satisfied w ith  the 
relationship and h o w  they w ou ld  m ake it better. See "Chapter 5. Evaluating Your 
Efforts" for ideas on h o w  to accom plish these tasks.

♦  Be flex ib le and op en  to change as n eed ed . Build on successes, address problem s, 
and explore w ays to enhance the partnership.
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To support your partnership efforts, you  can

♦ Search CDC's C om m unity  H ealth  R esources
database (http://apps.nccd.cdc.gov/dach chaps) 
for tools, gu ides, and other materials. Brow se the 
database by health topic (like cancer) or resource 
type (like partnerships).

♦  Find inform ation about m odel partnerships in CDC's 
Stories of Success: National Comprehensive Cancer 
Control Program: Comprehensive Cancer Control in 
Action (w w w .cdc.gov/cancer/ncccp/state.htm ).

S A M P L E  T H A N K  Y O U  L E T T E R

Dear [Name of Organization Contact]:

On behalf of [name of your organization], I would like to thank you for your partnership 
and support. Because of the funding, materials, and staff time donated by your 
organization, we were able to double the number of people seeking tobacco cessation 
services this year.

We received many positive responses to this year's outreach activities. [Provide quotes 
and other examples. Highlight feedback that relates to the partner's activities.]

Again, we appreciate your contributions and look forward to more partnership 
opportunities with your organization in the future.

Sincerely,

[Your name, title, and contact information]
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Advanced Tip: Forming Community Coalitions
After you have established successful relationships w ith several partners, consider 
bringing them  together. C o m m u n ity  c o a litio n s  pool knowledge, skills, and resources 
from  diverse groups and get them  working toward a common goal— in this case, 
reducing cancer rates in your area. Coalitions are better than individual groups at 
tackling problems on a broader scale and over a longer period o f time.
Successful coalitions have a form al structure, including clear leadership, member 
responsibilities, and rules o f engagement. Members meet regularly and are involved in 
planning, outreach, and advocacy activities. Coalitions should create and maintain the 
following documents:

♦ Organizational chart and list o f members.
♦ Membership agreements.
♦ Mission statement, goals, and objectives.
♦ Operating procedures.
♦ Community action plan.
♦ Meeting minutes.
♦ Budget.

The follow ing resources can help you set up and manage a com m unity coalition:
♦ CDC's C om m un ities  P u ttin g  P re ve n tio n  to  W o rk  P rog ram  has an online 

resource center (www.cdc.gov/CommunitiesPuttingPreventiontoWork/resources) 
with inform ation on how to  work w ith com m unity members and build partnerships 
and coalitions.

♦ The CHANGE Tool (www.cdc.gov/healthycommunitiesprogram/tools/change.htm) 
helps coalitions make community action plans.

♦ The Guide to  Com m unity P reven tive  Se rv ices  (www.thecommunityguide.org) 
describes community-based interventions proven to  help reduce people's risk o f 
getting certain cancers. Many are communitywide activities tha t may be led best 
by coalitions.

♦ Healthy People 2020's MAP-IT Guide (www.healthypeople.gov/2020/implementing) 
provides a fram ework fo r  setting up a coalition and using it to  understand your 
community's needs, plan outreach activities, and track your progress.

Coalitions may no t be right fo r  every com m unity or every problem. They need a lo t o f 
tim e and investment, careful planning, and strong support from  the  community. But 
by sharing the  workload—and the costs—o f prevention activities, coalitions can help 
bring comprehensive change to  the ir communities.
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Evaluating 
Y o u r  Efforts

It's im portant to know  w hether the tim e and resources you 've  invested  are paying off. 
Find out if your outreach efforts are having an effect on the com m unity. Periodically  
review  your activities to see h o w  they're working. U se w hat y ou  learn from  your review  
to change your activities so they w ork better and to sh ow  partners you're m aking  
progress. This inform ation can also encourage the com m unity to support you  and  
convince n ew  partners to join you.

H ere are som e tips for evaluating your outreach efforts.

D e f i n e  S u c c e s s

W hat changes w ill help  sh ow  that your activities are having an impact? Refer to the 
goals you  put in your outreach plan. Rem em ber that it can take a long tim e to see  
changes in peop le's health  and behaviors, like low er cancer rates or low er sm oking  
rates. It can also be hard to k n ow  w hat role any one strategy or activity p layed  in these  
changes. Instead, focus on results you  can see and m easure m ore quickly and m ore 
easily, like w hether m ore p eop le are u sin g  local screening services.

D e c i d e  W h a t  I n f o r m a t i o n  Y o u  N e e d  t o  C o l l e c t

Look at the activities you  have p lanned to see w hat kind of quantitative (numeric) and  
qualitative (sum m ary) inform ation you  can get from them. These m easures can include  
inform ation on

♦ Presentations you  give.

♦ People w h o  attend your presentations.

♦ M aterials you  g ive out.

♦ People w h o  are getting screened or 
u sin g  other prevention services.

♦ A dvertisem ents, PSAs, and articles.

♦  Partners w orking w ith  you.

♦ Follow ers or subscribers to your  
new sletter or social m edia accounts.

♦ Q uestions from  the public about 
your activities.

Plan

I t« * out!

S  show cw rae over
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C o l l e c t  a n d  O r g a n i z e  t h e  I n f o r m a t i o n

You can track m any of the m easure­
m ents yourself by docum enting your 
activities in a sim ple database or 
spreadsheet program. M onitor local 
print m edia, Web sites, and social m edia  
to see h o w  often you  or your partners 
are m entioned. U se sign-in  sheets to  
find out h o w  m any p eop le attend  
your presentations.

A sk your clinic partners to share 
statistics on h o w  m any p eop le u se  their 
cancer screening services. Find out if 
they're w illin g  to ask their patients 
h o w  they heard about the services.
This inform ation could  help  you  find  
out w hether any changes in u se  can be 
traced back to your work.

You should  also get inform ation from  your partners on  h o w  they think the partnership  
is w orking. Talk to them  one-on-one or ask them  to provide feedback in writing. Ask  
them  questions like

♦ H o w  is the partnership working? W hat is w orking well? W hat could  be done better?

♦ W hat have you  contributed to the partnership? W hat have you  gotten out of it?

♦ D o you  feel like your concerns and suggestions are heard and addressed?

♦ W hat ideas do you  have for changing or im proving the partnership?

 * ---------------------------------------------

Advanced Tip: Evaluating Coalitions
If you're part o f a com m unity coalition or o ther large network o f partners, 
take tim e to  review how well you're working together. Try using a tool 
like the  P re v e n tio n  in s titu te 's  Collaboration A sse ssm en t Tool
(www.preventioninstitute.org/com ponent/ilibrary/artic le/id-193/127.htm l). 
It can help you learn what your coalition's strengths are and what you need 
to  improve.

4 6

http://www.preventioninstitute.org/component/jlibrary/article/id-193/127.html


R e p o r t  Y o u r  F i n d i n g s

W rite a short report on the inform ation you  
collected. U se bullet points to focus on the 
m ost im portant results. Show  inform ation in 
charts, tables, and graphs if you  can. Include  
a section on w hat you  learned and w hat 
changes you  w ill m ake for future activities.
H ighlight successes and include exam ples or 
case studies. G ive credit to your partners for 
their work.

Share the report w ith  your partners, possible  
partners, and other supporters in the 
com m unity. Tell your local m edia contacts 
and try to get them  to w rite a story about 
your successful results. If your group has 
a new sletter or a social m edia account, 
u se them  to spread the w ord. W ork the 
results into your talking points, pitches, and  
presentations.

M a k e  C h a n g e s  a s  N e e d e d

U se w hat you  learned in your evaluation to update your outreach strategy, activities, 
and partnership efforts. Keep a record of w hat you  changed, w hen  you  changed it, and  
w hy. In your next evaluation, see if the changes w orked.

For m ore inform ation about evaluating program s, includ ing tools and step-by-step  
guides, see these resources:

♦ N C I's Making Health Communication Programs Work (the Pink Book) 
w w w .cancer.gov/cancertopics/cancerlibrary/pinkbook

♦ CDC's G atew ay to H ealth  C om m unication  and Social M arketing Practice
w w w .cdc.gov/healthcom m unication

♦ Evaluation resources from  CDC's Office o f the A ssociate D irector for Program
w w w .cdc.gov/eval/resources
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This chapter lists all of the resources suggested  in this tool kit and w here to find them, 
as w ell as other tool kits that m ight help  you. M any of the publications cited can be 
d ow n loaded  from  the Internet.

CDC's D iv ision  of Cancer Prevention and Control offers a lim ited  num ber of free copies 
of som e of its printed m aterials, including fact sheets, brochures, and posters. Som e 
m aterials are available in Spanish. For m ore inform ation about ordering free copies and  
a list of publications available online, v isit w w w .cdc.gov/cancer/dcpc/publications.

C a n c e r  I n f o r m a t i o n :  G e n e r a l

CDC's D iv ision  of Cancer Prevention and Control 
w w w .cdc.gov/cancer

N ational C om prehensive Cancer Control Program  
w w w .cdc.gov/cancer/ncccp

N ational Cancer Institute 
w w w .cancer.gov

U.S. Preventive Services Task Force 
w w w .uspreventiveservicestaskforce.org

C a n c e r  I n f o r m a t i o n :  D a t a  a n d  R i s k  F a c t o r s

Cancer Control P.L.A.N.E.T  
http://cancercontrolplanet.cancer.gov

United States Cancer Statistics (USCS) 
w w w .cd c .gov /u scs

State Cancer Facts
http://apps.nccd.cdc.gov/StateCancerFacts

Behavioral Risk Factor Surveillance System  
http://apps.nccd.cdc.gov/BRFSS-SM ART

CDC W ONDER
http://w onder.cdc.gov/cancer.htm l
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C ounty H ealth Rankings
The Robert W ood Johnson Foundation and the U niversity of W isconsin
Population H ealth Institute
w w w .countyhealthrankings.org

Healthy People 2020
U.S. D epartm ent of H ealth and H um an Services 
w w w .h ealth ypeop le.gov /2020/

N ational H ealth Interview  Survey  
w w w .cdc.gov/nchs/nh is.h tm

State Cancer Profiles 
http://statecancerprofiles.cancer.gov

Youth Risk Behavior Surveillance System  
w w w .cdc.gov/H ealthyY outh/yrbs

C a n c e r  I n f o r m a t i o n :  S c r e e n i n g  a n d  P r e v e n t i o n  S e r v i c e s

N ational Breast and Cervical Cancer Early D etection Program  
w w w .cdc.gov/cancer/nbccedp

Colorectal Cancer Control Program  
w w w .cdc.gov/cancer/crccp

H ealthfinder.gov
http://healthfinder.gov

C o m m u n i c a t i o n  a n d  O u t r e a c h

G atew ay to H ealth C om m unication and Social M arketing Practice 
w w w .cdc.gov/healthcom m unication

Making Health Communication Programs Work (the Pink Book)
N ational Cancer Institute
w w w .cancer.gov/cancertopics/cancerlibrary/pinkbook

Media Access Guide: A  Resource for Community Health Promotion 
w w w .cdc.gov/healthycom m unitiesprogram /tools/pdf/m ediaaccessgu ide.pdf

The Health Communicators Social Media Toolkit
w w w .cdc.gov/socialm edia/T ools/gu idelines/pdf/SocialM ediaT oolk it BM .pdf
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CDC's Guide to Writing for Social Media
w w w .cdc.gov/socialm edia/T ools/gu idelines/pdf/G uidetoW ritingforSocialM edia.pdf

CDC's Web Content Syndication Service 
http://tools.cdc.gov/register

CDC Speakers Bureau
w w w .cdc.gov/speakers/subtopic/requestSpeakers.htm l

C o m m u n i t y - B a s e d  P r o g r a m s  a n d  I n t e r v e n t i o n s

C om m unity H ealth Resources Database 
http://apps.nccd.cdc.gov/dach chaps

H ealthy C om m unities Program Tools for C om m unity Action  
w w w .cdc.gov/healthycom m unitiesprogram /tools

The Guide to Community Preventive Services (The Community Guide) 
w w w .thecom m unitygu ide.org

P a r t n e r s h i p s

C om m unities Putting Prevention to W ork Program  
w w w .cdc.gov/C om m unitiesPuttingP reventiontoW ork/resources

C om m unity H ealth A ssessm ent aN d  Group Evaluation (CHANGE) Tool 
w w w .cdc.gov/healthycom m unitiesprogram /tools/change.h tm

D ivision  of Cancer Prevention and Control: N ational Program s 
w w w .cdc.gov/cancer/dcpc/about/program s.htm

D ivision  of Cancer Prevention and Control: Partners 
w w w .cdc.gov/cancer/dcpc/partners

CDC's C om m unity Transformation Grants 
w w w .cdc.gov/com m unitytransform ation

Healthy People 2020 MAP-IT G uide  
w w w .healthypeople.gov/2020/im plem enting
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E v a l u a t i o n

G atew ay to H ealth C om m unication and Social M arketing Practice 
w w w .cdc.gov/healthcom m unication

Making Health Communication Programs Work (the Pink Book)
N ational Cancer Institute
w w w .cancer.gov/cancertopics/cancerlibrary/pinkbook

Office of the A ssociate Director for Program: Evaluation Resources 
w w w .cdc.gov/eval/resources

O t h e r  T o o l  K i t s  a n d  R e s o u r c e s

Capacity Building for Diabetes Outreach: A Comprehensive Tool Kit for Organizations 
Serving Asian and Pacific Islander Communities 
N ational D iabetes Education Program  
http://ndep.nih .gov/m edia/capacity-build ing-toolkit.pdf 

Diabetes Community Partnership Guide 
N ational D iabetes Education Program
http://ndep.nih.gov/publications/PublicationD etail.aspx?PubId=121

Engaging, Building, Expanding: An NBCCEDP Partnership Development Toolkit 
N ational Breast and Cervical Cancer Early D etection Program  
w w w .cdc.gov/cancer/nbccedp/toolk it.h tm

Stories of Success: National Comprehensive Cancer Control Program: 
Comprehensive Cancer Control in Action
N ational C om prehensive Cancer Control Program
w w w .cdc.gov/cancer/ncccp/state.htm

The Community Tool Box 
U niversity of Kansas 
http://ctb.ku.edu

Prevention Institute 
w w w .prevention institu te.org
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